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8 marketing trends to watch for in 2021 as aftereffects of a volatile year linger

Brands will continue to feel pressure to fill gaps during a patchwork pandemic recovery, while CMOs must
juggle intensified mandates around areas like data and commerce.

https://lwww.marketingdive.com/news/8-trends-set-to-reshape-marketing-in-2021/592658/

Even as vaccine developments provide a clearer timeline for a pandemic recovery, 2021 is set to be
another volatile year for marketers. If anything, the digital ecosystem is primed for a bigger shakeup as
Apple's controversial tracking changes go into effect, multiple Big Tech antitrust suits take shape and

Google formally starts to sunset third-party cookies.

On the consumer end, marketers must contend with a fractious public that remains sour over the thorniest
presidential race in modern memory. Chief marketing officers, put through a ringer of a year marked by a
brutal health crisis and mass protests for racial justice, will need to balance purpose-minded tendencies
with intensified mandates around areas like data and commerce & all on shorter timelines than in the

past.

"[2020] did potentially stretch people beyond what they thought they had in them, and now that can carry
over into a year where maybe things slow down a little bit," said Beth Superfin, senior vice president of

client experience at the agency Known. "The notion of being able to plan out past a certain time is done."

New tensions are apparent in the tech sector as well, as Facebook and Apple duke it over the latter's plans
to require opt-in consent to its Identifier for Advertisers (IDFA), a policy change Facebook says will kill free
apps. The public spat is emblematic of a media sphere seeing its power balance shifted. Elsewhere, digital

channels like streaming and gaming have become enshrined as consumer favorites by the pandemic,

while traditional media gatekeepers experience a steep downgrade from which they may not recover.

While hope is on the horizon in combating COVID-19, brands will continue to feel pressure to fill in the
gaps during a patchwork recovery. Below, Marketing Dive breaks down eight trends that will reshape the

industry in 2021 as the aftereffects of an unprecedented year cast a long shadow.
One step forward, two steps back for fixing digital complexity

Outside of pandemic demands, marketers made one item a top priority in 2020: first-party data. As cookies

and mainstay methods of in-app tracking go the way of the dinosaur, forging a personal connection with
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https://www.cnbc.com/2020/12/08/covid-vaccines-fauci-says-virus-could-be-under-control-in-back-half-of-2021.html
https://www.marketingdive.com/news/facebook-antitrust-cases-could-accelerate-power-balance-shift-for-social-me/591955/
https://www.cnbc.com/2020/12/17/facebook-criticizes-apple-privacy-change-in-second-day-of-ad-blitz-.html
https://www.cnbc.com/2020/12/17/facebook-criticizes-apple-privacy-change-in-second-day-of-ad-blitz-.html
https://www.marketingdive.com/news/pepsico-speeds-up-shift-toward-streaming-digital-as-holidays-loom/586733/
https://www.marketingdive.com/news/pepsico-speeds-up-shift-toward-streaming-digital-as-holidays-loom/586733/
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consumers has become essential, but will prove more challenging than conducting digital marketing the
old way.

"It was definitely simpler to collect that [third-party] data,” said Raphael Ravilla, partner, media and
connections planning at Marcus Thomas. "It's going to be harder to collect first-party data that's
authenticated and whatnot, but it's going to: 1.) make marketers try harder to get that data, but 2.) it's also

going to be cleaner data than what we were using."

Marketers face no shortage of options in picking from partners and solutions. Even as the antitrust hammer
lands on Google and Facebook, the duopoly faces a fresh crop of competition in apps like TikTok and a
proliferation of retail media networks from companies including Walmart, Target, Walgreens and Kroger.

"It creates much-needed competition in the ecosystem when we see other brands and companies coming
out with platforms of their own," said Orchid Richardson, vice president of global partnerships and product

marketing at the IAB Tech Lab. "That's all really positive because competition drives innovation."

But if greater choice in advertising platforms ultimately benefits the industry, it also requires dealing with

more gatekeepers.

"It used to be Facebook and our [demand-side platform]," Ravilla said. "Now, it's Facebook, our DSP, plus

anyone else who has their own walled garden ... But again, the data's better."

Similarly, ad-tech firms and media companies are vying to create the true alternative to the cookie 8 the
list includes Lotame, The Trade Desk and Verizon, to name a few. While the prospect of forging fresh
standards for online advertising is exciting, marketers might need to keep more balls in the air 8 and grow

more selective about their partners.

"It definitely creates unnecessary complexity," Richardson said. "If everyone has their own solution, then

it becomes harder to transact media across platforms, across media types."
Internally and externally, an activist mindset should stick

Proclamations of "Black Lives Matter" from the corporate sector cooled as the protests that inspired them
grew less frequent in 2020. But last year's swelling civil rights movement reset the equation for what's
expected of brands on the purpose front, both in terms of consumer-facing messages and in their internal

practices.



https://www.marketingdive.com/news/cpg-marketers-roll-dice-on-new-experiments-amid-data-upheaval/589243/
https://www.marketingdive.com/news/how-oracles-tiktok-deal-could-shake-up-social-media/585239/
https://www.marketingdive.com/news/cookieless-tracking-gains-steam-as-solutions-from-trade-desk-lotame-ramp-u/588255/
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"It only takes, unfortunately, one more thing happening 8 one more event that falls under the title of police
brutality or racism in a systemic way o for that to really come surging back," Lindsey Roeschke, a director
analyst at Gartner, said.

Many companies that chimed in on the protests were caught flat-footed when consumers did the homework
and exposed poor hiring track records or problematic pasts, leading to a reckoning with racist corporate
mascots. Marketers have taken important steps to redress those issues, but a broader overhaul of
marketing to be more authentic and representative will be an ongoing project for the industry in 2021 and
beyond.

"Despite this next administration having more progressive or liberal views, it still won't take the pressure

off of brands from a consumer perspective."
LaToya Robertson
Cultural strategy dire ctor, Sparks & Honey

"This is actually the time for brands to be putting all the building blocks in place to be able to agilely respond
to those sorts of things," Roeschke said. "The expectation is going to be there and to be taking a stand

and playing a part in making the world a better place."

Making the world a better place carries new considerations in the wake of the pandemic as economic
inequity and food insecurity are amplified, adding to existing concerns around sustainability and diversity
and inclusion. Though the incoming Biden administration is looking to prioritize progressive issues, brands

should be thinking of ways to fill the gaps where other institutions fail.

"Despite this next administration having more progressive or liberal views, it still won't take the pressure
off of brands from a consumer perspective," said LaToya Robertson, cultural strategy director at the

consultancy Sparks & Honey.

"It actually is a balancing act," Robertson said. "There are ways for brands to speak to areas in a way that

brings people together rather than fueling the polarization or the divisiveness."
Spread-thin CMOs seize on leadership opportunities

E-commerce, data acquisition, timely messaging and accounting for internal diversity initiatives 0 those

are just a handful of the duties CMOs took greater responsibility over in 2020. The pull in multiple directions
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https://www.marketingdive.com/news/a-historic-reckoning-with-race-leaves-problematic-food-brands-without-an-ea/580393/
https://www.marketingdive.com/news/a-historic-reckoning-with-race-leaves-problematic-food-brands-without-an-ea/580393/
https://adage.com/article/news/groupm-forecasts-trillions-dollars-e-commerce-growth-next-few-years/2302086
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has been draining, but also a proving ground for the frequently embattled C-suite appointment to stake out
a larger claim in leadership.

"It's a little bit overwhelming when you think about all that needs to be accomplished," said Laura
Chiavone, managing partner of business transformation at Sparks & Honey. "At the same time, | think this
iS a unique opportunity, different from years past, for CMOs to reall y be part of the transformation of the

organization.”

"The notion of agility, not just in someone's personal characteristics, but also how they plan and market,

will become much more of a norm."
Beth Superfin
Senior vice president of client experience, Known

The task ahead in 2021 remains daunting, as shorter planning and production schedules become the
norm. And despite escalating technology demands, CMOs in 2021 should also anticipate reduced media
budgets, fewer internal resources and less reliance on agencies and ad-tech companies, Forrester
Research forecasts. HR-adjacent functions will also bleed into the CMO role as brands look to live up to

messages shared in their purposeful advertising.

"The issues that are important to consumers are going to be the issues that are going to be important to
employees as well," Gartner's Roeschke said. "How do you balance the willingness or ability to take a

stand with all of the other things that you need to be doing as a CMO?"

That being said, the muscles built up in the gauntlet in 2020 will help savvy marketers stand out from the

pack and guide their organizations into a new era for marketing.

"The notion of agility, not just in someone's personal characteristics, but also how they plan and market,

will become much more of a norm," Known's Superfin said.
Balancing flexibility with long-term brand growth

Marketers historically map out campaigns months in advance, with bigger brand refreshes often taking a
year or longer. COVID-19 bulldozed that practice, forcing brands to adapt by tweaking or axing entire
campaigns on a dime. As 2020 played out, businesses across categories assembled fresh creative at
lightning speed to ensure their campaigns matched the moment and aligned with consumers' rapidly

shifting attitudes.



https://www.marketingdive.com/news/forrester-cmos-will-need-to-reinvent-roles-as-pandemics-impact-endures/587249/
https://www.marketingdive.com/news/forrester-cmos-will-need-to-reinvent-roles-as-pandemics-impact-endures/587249/
https://www.marketingdive.com/news/general-motors-cmo-says-speedy-pivots-are-new-marketing-norm-in-coronavirus/578235/
https://www.marketingdive.com/news/forrester-cmos-will-need-to-reinvent-roles-as-pandemics-impact-endures/587249/
https://www.marketingdive.com/news/forrester-cmos-will-need-to-reinvent-roles-as-pandemics-impact-endures/587249/
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But as shorter planning and production schedules become the norm into 2021 and beyond, how can
marketers adjust their campaigns and priorities on the fly while building on their longer-term brand equity?

"To meet this demand, marketing leaders must identify what truly matters most, create a short set of criteria
to prioritize each request and identify how best to address it," Lizzy Foo Kune, senior director analyst at
Gartner, said in emailed comments. "Marketing leaders look to data and analytics teams to offer insight
into current trends and uncertainties to avoid making errors in decision making and help chart a clear way

forward."

General Motors stands out as one examplefor how major businesses in 2020 embraced flexibility to swiftly
cultivate new partnerships in response to consumer needs. Within 18 days, the company behind brands
like Cadillac and Chevrolet evolved its operations 8 including within its marketing department 8 to help

medical device firm Ventec Life Systems manufacture ventilators.

Other brands in 2020 reacted by tweaking messaging and using consumer data to inform campaign
development. The ability for these brands to be more agile is vital for longer-term growth and will only

materialize if marketers leverage predictive insights, according to Acquia CMO Lynne Capozzi.

"They should focus on making real-time use of customer data and content across all touch points to create

experiences that provide strong value or strengthen an emotional connection to a brand," she said.
The evolving roles of brand spokespeople

A confluence of pandemic effects altered the role played by celebrities and influencers in their brand
partnerships. The rise of influencers continued as brands sought partners that could elevate campaigns
and deliver authentic, value-driven content, as the pandemic and the movement for social justice changed

consumer behaviors d a trend likely to persist next year.

"Microinfluencers will continue to have more influence over lower-funnel activities like purchase and
consideration," Jessica Bedussi, associate social strategy director at ad agency Muh-Tay-Zik / Hof-Fer,
said over email. Beudssi noted that influencers with larger followings have even greater impact, pointing
to Dunkin's tie-up with TikTok star Charli D'Amelio, which led to a 57% increase in app downloads and
20% increase in cold brew sales. However, brands must be careful that they're not valuing social media

metrics over actual social networks.

"Reach does not necessarily mean influence,” said Nic Allum, principal and senior vice president

at creative agency the projects*



https://www.marketingdive.com/news/general-motors-cmo-says-speedy-pivots-are-new-marketing-norm-in-coronavirus/578235/
https://www.marketingdive.com/news/general-motors-cmo-says-speedy-pivots-are-new-marketing-norm-in-coronavirus/578235/
https://www.marketingdive.com/news/how-tiktoks-uncertain-future-and-covid-19-are-transforming-influencer-mark/585658/
https://theprojects.com/
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That search for actual consumer influence is part of the renewed importance of celebrity partnerships. As
the pandemic scuttled film and TV production, celebrity creatives had both time on their hands and financial
needs that were increasingly met by brand partnerships. That could continue in 2021 until the vaccine is
widely available and distributed.

"People that have that iconic status are going to keep commanding a larger share [of brand partnerships],
and get more strategic as well. If you can't meet their quote, they'll start their own brand,"” said Josh
Greenberg, managing director of creative agency Caveat.

But celebrity brand partnerships must meet the moment, whether that means coronavirus concerns,

economic realities facing most consumers, racial justice or whatever else 2021 has in store.

"To be completely out of touch and tone deaf to what's happening is going to damage your brand," Allum

warned.
Unlike Stories and TikTok-like videos, campaigns can't be copycats

After disrupting the marketing world in 2019, TikTok's rise continued in 2020, even as the app's U.S.
operations were threatened by the Trump administration. As with Snapchat before it, social platforms raced
to adopt TikTok's functionality 0 especially as the ByteDance-owned app faced an existential crisis.
Copycat features were tested, acquired or rolled out by Facebook's Instagram, YouTube, Reddit and

even Snap, while competitor Trill er picked up momentum as a marketing platform as the year closed.

However, the surge in TikTok-like videos across social media & along with the ever-growing
list of platforms that have copied Snapchat's popular Stories feature 8 does not necessarily streamline

the work marketers must do to reach audiences that have overwhelmingly engaged with these formats.

"We strongly recommend that creative be customized for each platform because the user experience is
so different ... we see the most success when marketers really tailor their creative to fit the environment,"
said Evan Horowitz, CEO and co-founder of Movers+Shakers, an agency that has worked extensively on
TikTok.

Horowitz suggests that marketers not just understand the different consumer mindsets on each platform,
but also work to translate their brand personalities in authentic ways by understanding the different visual
styles and cadences used on each platform. Plus, they must understand that part of the draw for
consumers on TikTok and Triller is that they are not yet oversaturated with ads in the way more mature

platforms are, which presents a challenge for brands.
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https://www.marketingdive.com/news/instagram-looks-to-steal-tiktoks-thunder-with-worldwide-expansion-of-reels/583017/
https://www.marketingdive.com/news/youtube-tests-short-videos-as-tiktok-threat-grows/580594/
https://www.marketingdive.com/news/reddit-acquires-tiktok-rival-dubsmash-as-video-vision-comes-into-focus/592129/
https://www.marketingdive.com/news/snapchat-distributes-1m-a-day-to-video-creators-of-new-tiktok-clone/589612/
https://www.marketingdive.com/news/triller-matures-as-marketing-platform-with-nyx-virtual-pop-up-shop/592311/
https://www.socialmediatoday.com/news/twitter-launches-its-story-like-fleets-for-all-users/589215/
https://www.socialmediatoday.com/news/twitter-launches-its-story-like-fleets-for-all-users/589215/
https://techcrunch.com/2020/01/21/spotify-test-lets-influencers-post-stories-to-introduce-their-own-playlists/
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"There's still a massive amount of engagement and face time that people are giving to Stories," Horowitz
said. "For marketers, you really want to balance the marketing mix to where consumers' eyeballs really
are, and they're really enjoying Stories at the same time they're enjoying TikTok."

Connection, convenience and value will determine stickiness of behavior changes

The pandemic has fundamentally reshaped how consumers live, work, shop and play. COVID-driven
behaviors such as attending virtual events and consuming digital media skyrocketed in popularity in 2020,
rapidly accelerating underlying trends in the span of weeks. While some of these habit shifts will endure
into the new year and beyond, others may fizzle once the health crisis subsides.

Behavior changes are not linear, and their stickiness will depend on satisfaction of the experiences,
according to a McKinsey report. Connection, convenience and value are three points that keep consumers
coming back to a particular product or brand, pointing to key pillars marketers should focus on providing
in 2021.

"A person

and 'consumers' for small portions of the day."
Peter Hartzbech
CEO, iMotions

Just as the pandemic proved how quickly consumer behavior can change, it also is pushing marketers to
understand the broader human experience & not just the "user" or "consumer" experience, according to
Peter Hartzbech, CEO of iMotions.

"A person
and 'consumers' for small portions of the day," Hartzbech said in emailed comments. "Researching,
thinking [and] designing around the whole human will provide new perspectives on products and services,

and perhaps even the entire business."

Mondelez International is embracing this more human-centric approach with a new global marketing
strategy to forge purposeful connections with people, it announced in November. The method will steer
how the marketer listens, empathizes and adapts to consumer needs, and represents the pendulum

swinging back from the data-driven tactics that have defined marketing for the past few years.
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https://www.mckinsey.com/~/media/mckinsey/industries/retail/our%20insights/how%20covid%2019%20is%20changing%20consumer%20behavior%20now%20and%20forever/how-covid-19-is-changing-consumer-behaviornow-and-forever.pdf
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"Every marketer, especially in the tech industry, must focus on humanizing their value proposition," said
Simon Mouyal, CMO of Athenahealth. "We need to shift away from talking to people's heads and instead
start to reach people's hearts."

E-commerce continues to be a way of life for brands

Among the myriad consumer behavioral changes enshrined by the pandemic, the growing preference for
e-commerce still stands out. On Black Friday, for example, online sales increased 21.6%rom 2019 and hit
$9 billion, while shopping on smartphones jumped 25% to $3.6 billion for 40% of the day's total online
spending, according to Adobe Analytics.

Major brand marketers like PepsiCoand Clorox were already investing more heavily in e-commerce and
DTC strategies both via owned channels and through online retailers and social media platforms, but they
truly hit the gas on such investments in 2020 to meet the demands of homebound consumers. These

transformations are not going anywhere, even as the pandemic potentially recedes in the months ahead.

"The pandemic has accelerated the digital adoption behaviors we've been seeing for years, and even as
people return to in-store shopping, we can't ignore the e-commerce and digital experiences they have

come to expect,” Mathieu Champigny, CEO at content agency Industrial Color, said in emailed comments.

To meet this demand, social media platforms have continued to meld content with commerce, connecting
consumers with brands and shrinking the sales funnel. Facebook added a Shops tab, Instagram beefed
up shoppable posts and e-commerce on IGTV and Reels and TikTok rolled out shoppable livestreams &

most recently with a Walmart holiday collaboration that underscores why the retailer is looking to acquire

a stake in the ByteDance-owned app.

"The world of social commerce is booming, and we can only expect to continue to see further investment,
particularly in social and livestream shopping apps," Lucas Tieleman, executive vice president of product

at Bazaarvoice, said in emailed comments.
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A future for virtual? Adapting to a fatigued event audience in 2021

In a remote world, brands must find unique ways to break barriers and maximize audience engagement

and participation to stay ahead this year.

https://www.marketingdive.com/news/a-future-for-virtual-adapting-to-a-fatigued-event-audience-in-
2021/593756/

The interaction between design, content and audience engagement is rapidly evolving following a year
where remote experiences dominated how brands, businesses and people connected. The screen
became both our window to the world and our stage for workplace video calls, Zoom social events, online-

only live concerts and virtual summits.

The novelty of virtual experiences quickly wore off as screen fatigue, coupled with stay-at-home orders
and a crippling virus, challenged us to remain engaged. As the tension between health and our reliance
on digital continues to grow, there needs to be a renewed balance between immersion and meaningful

engagement.
Interactive experiences are essential

The desire for more interactions across digital platforms has led to emerging technologies from major
brands. For example, Facebook launched Watch Together last year to let users view videos remotely in
Messenger with friends. The consumer craving to make digital content more interactive with peers led to
a plethora of joint video consumption app features with streaming platforms

like Disney+, Netflix , Hulu, Amazon and Twitch introducing their own offerings in 2020.
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This trend is making the jump from entertainment to business. Mmhmm , a virtual presentation product
created to make virtual meetings more fun, recently raised $31 million before launch. Whether for work or

play, there is growing consumer demand for immersive digital experiences, which are integral to successful

events.

Despite our continued reliance on virtual experiences, brands and businesses have a major opportunity to
keep audiences engaged by blending live performances, built-in social environments and audience

participation across platforms.

There is no simple solution to audience engagement, but there is plenty of room for innovation. Many will

benefit from an evolving strategy to recreate interest seen only at live events.
Personalization is king

Similar to in-person participation, virtual event attendees should not be offered a one-size-fits-all strategy.
We must remember the world collectively experienced displacementlast year, leaving us feeling
disconnected from familiar comforts both big and small. As such, finding new ways to translate and re-
create offline emotions and comforts in online environments is key to hyper-personalizing time spent in

front of a screen.

There were some excellent leaders in this space early on. Salesforce knew it had to shift to virtual to
embrace connectivity ahead of its annual World Tour event in early March 2020. The company gave
participants a choice for their level of engagement with interactive elements during the experience and
video recordings available afterward. Their diversity of choice allowed audience members to choose what
content was most relevant to them, making this a standout global summit with 80,000 livestream viewers

and 1.2 million video views across social channels.

Looking ahead, diversity of choice and personalization will continue to distinguish lackluster gatherings

from inventive, engaging and standout virtual connections that maximize impact.
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Unbound media: 6 lessons for a post-agency world

As digital media increasingly present effective alternatives to traditional buys, they also increase the value

of and control over data, pushing more marketers to take operations in house.
https://www.marketingdive.com/news/unbound-media-6-lessons-for-a-post-agency-world/593327/

The following is a guest post from global consultancy Kearney's Jim Singer, partner; Brooks Levering,
partner; Luis de Lencquesaing, principal, and Piyush Gupta, senior manager. Opinions are the authors'

own.

Once upon a time, media agencies reigned over celebrity-studded "shrimp and champagne" events. But

by 2018, 78% of the members of the Association of National Advertisers had some form of internal agency.

As digital media increasingly present more effective alternatives to long-term, linear television buys, they
also increase the value of data 8 and control over that data. Combined with the potential for cost savings,
these developments have convinced major advertisers such as Procter & Gamble, AB InBev and Clorox

to move toward building in-house agencies.

Perhaps the COVID-19 pandemic will give media agencies time to reposition their value propositions and
regain relevance. Meanwhile, advertisers would be wise to prepare for a new post-agency world. If you
are an advertiser considering moving to in-house media buying, what should you be thinking about? What
lessons can you learn from others' experiences with internal agencies? At Kearney, we've identified six

key takeaways.

1. Digital first
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Digital advertising has arrived. For example, one consumer packaged goods (CPG) company we worked
with spent 43% of its 2016 advertising dollars on digital. In 2020, that number reached 85%, a compound
annual growth rate (CAGR) of more than 20%.

One traditional strength of agencies was that large volumes gave them leverage. But digital formats are
mostly biddable, which reduces that advantage.

Furthermore, many CPGs are shifting their sales channels. They're using more direct-to-consumer (DTC),
e-retail, pure play and other e-commerce media. For example, we worked with a CPG company that's
expecting more than 40% growth in online sales by 2021. That includes 43% CAGR in DTC and 29%
CAGR in e-retail and pure play.

Investments in these new channels can shrink the funds available for traditional advertising. Furthermore,
these new channels offer opportunities to refine and integrate digital media advertising & assuming you

have sufficient control.
2. DisinterMEDIAtion

Digital media buying is complex and opaque. It's filled with middlemen, including automated buying
programs for marketers called demand-side platforms (DSP), supply-side platforms (SSP, which do the
same for publishers), bid-shading apps that ensure you don't pay overpay in an auction, ad serving brand
safety apps that protect your reputation by keeping your ads away from inappropriate content, and

audience data providers.

Together, these non-working media costs can represent 40% to 70% of digital investments. In this context,
an agency presents two problems. First, it's another middleman, taking another cut. Second, it adds a
layer of opacity. For efficiency's sake, you want transparency on all these non-working costs. In-housing

brings you straight to the source for media inventory.

dofMistcOdzd Yy daROBEE Odzd ydls! Godieldat 5 & 20 dgdzis &3

https://www.sostav.ru/publication/google-v-avstralii-47075.html

dboMsteOdd2 MCOY cEtskzH Okiis® dadzPw ¢ € tzeHH tMalzy ¢ st j B d Is j oz
ftodLo OO ftOodlsj dz' Misats MlstcO dpts d3d dzaf tdas ¢s © dzddy tc® o3 ficaftEIs
dz@ " dzC j yYdWtctso SRJ Nojylf dz@ dgffs dz$ =RAs yigls o j ez dzV sst6O.

22

q—-


https://tass.ru/ekonomika/10565535

.

iab:
@

¢ Googl e Md 6 BH daV w9 dzw jIsfyw Ctozf dzgj 2hddz fsMmlsOeh ¢t
diHddzigdsls js f sMisOoh S Bd3 toj § dzO dsdy j dzC I© f3 dACZCG d 2H. theddvdsS ¢
yqWtcse s2 tcjlfadiPlsiic Odzaf d € sdfBUz] BEO %L1t d Md BsHFH O sEMC
ltesBdzg BO lsmMizlsMlsodqwr B @R ) FfE2 2@ C ZOR 0 s p Sl Is
oHt5C jzdlgs j .

JejHMjHOIjd ACCC [ SH 4 didis Y ey &6 dzk dg & layfisksls figls o 2 ¢ 1s

df oL tOydsstiel dzd ¥ } EsBdMMdd, jnidsdscduj MSd?2 ¢dcOdls
LOYOMmisks Hj2fsakY COC dodsfsddnls: BOY e P &S s (
Google, vylsts or dgzyHOjls 6] CZOBSHOI] dzj 2 dMisd L 5o Ols!

ssBdMMdY (sHeskso kO tjCdjdHoydd HdY tojh o b
ftcOo dlsj d Miso j tzge¢ & dzgetBo Ptied © o' dzC O  dyDb)tsaiasdgdetd ) S d&O dg

stcj Bso Odgdejs o ji j dedd  dzj L O dMdds' & efcmdrasts Ok jo @jiz2 O Sty

GOL ZOYj &z | BlstOMdzj o 5E A kH fi) dij fdats oz [tS0m dgy O Iy jdzbf! oz
fejHMlsOodls 0o dls dOigledzth) siOo BOQRAdzEds HIOL

l jMdes?2 2 @200 cO©BE s dz fls o 50 L fleedig kEWEDAgEd) § o j Hj dzd ™  H ¢
BjHGOE" &S O, Crlstt’ 2ddshl & aso Q4f ) dzf SFBHBeghl oeo kd s y d i) dz

x|

oF

r)1_

Zw

sl cde " dedfsdd Lz dJdaW sted3Oyd sdede’ = 0OG J dzls i) ILats dzlsyj igzieds difs dzh stfet

dzjf ts ¢ dzO f d dEdtdy § € fipts d3. Go ¢ teld & tc st BfErgd] u d Is o ts fsdmd
opoMmilstcOdEdadc.e blook L OWeaddzd, vyt IsOC Y| tsls&gzn s dlsd]f teezs

jMmdzd HBCEkdj disd dztils k2§ dls o

,,,,,,,,,,,,,,,,,,,,,

10zRUML 1 3 M €€€. .. ééééeceeceeeeéeeeeceecceecece

Google L OW o d dz® W WigjBLalsdzts M Is d Is | Flda6,dzts & dsds s tc O W
L Od3d degdkies

https://www.sostav.ru/publication/floc-47047.html

Google ftHlsea jteHddzO + WWjCIlsdo desfls: sCGhzsdass d FIFe Gk

Hisdzy dzO L Od3j dedIs! Miststetsdzdzd § W O2dzr 2c eetsklzi & d j [ dz@Affifis o jj
dsojH,] dddsjsdzjlsj. Sost aw] usk dEOKE Glssgdiafy v d figh dzj H 59 Odzd W .

JtejLbd s0k] Ijfistses Coudif Oddw o wided BPdzj juls®5 % L 6 B¢
f tcOo dzj dzdff s ¢ Ofg 5 df3 o] Cdgso | dzOcoo ki e. stsdzC oy Galzf B d

23

s

s 1



https://www.sostav.ru/publication/avstraliya-sozdast-obyazatelnyj-kodeks-povedeniya-dlya-uchastnikov-mediarynka-42985.html
https://www.sostav.ru/publication/google-avstraliya-47001.html

.

@ ba
1AD:
s WWjiChkdodasmisd Odze tsted ISPy @ dzPndzjj a2 OV ftsted . [
ftcd 1 Istsd3 ¢ tocOfdstodtgives,Isfiplst® B J Mt jdagdusd®d jrls HIO@ZRAE 6z d A

Is

FLoC dmisd Lkjkfv ¢0O¢ ©OMhdwjddj H&Y Chrome, |

¢

oEOLlsBo MC 2 o] dzfin j EZOOBL @IS § d2F & H dzv  Isoj ldipistafticds o SOty

f ZOdedtolzjlshw §HSE d ydls' Isjunistdeddodmls j dz§ By jstedsd MB L 0 €G
{JjSzOkoe .

vjndsdzsedY FLOC ©OL®®E OB’ ofdyusieOdkes’ Prhkes0y ©&8& d¢

©OL&dyde j fsjClsr Hdv W dsy dasadsk isds.C Ou @S ,51sd € dsg & ® i

By detf SHEsh + 5 o jtedd APl  Hd&Y Us®tcodks shEges HIOHX &S @8 b
BOES jssdsctss SOC 1 CMyjtddj dsOd dzOW Wk deC yqw .

yistsBr LOMGldli zQ6EOd dsils! f(od L 5o 0lsj dd§ @S 3 JAPE ¢ tei@sdac
Codduj Mise 5 CHOEGE MY, (kS tdlsEEbDEd fBRY LS da
ftedHjlsmw or BdtcOIls! , 8§ 0§dzi ¢ Bilpy § s fHiddgQ@-o.0ls! o

Sssd3OdzZH © Chrome OO CtsHddz ftetsj CIs Gnathdsa H Ohlzlrv, yd&
slstf j yOlsStse . uj n detsdz@H tf ¥ i@ fOwlz jtdsOBIsAsz MO2IsO. ©v OC
ZOH ftotsj CIstsdgs Trust To kizsh jAdd] yd d@¢ s Bh GlisOWEHIS O.

vissB' LONdIsdls! Oy Y, PEmEY e02lsos sis 8§ 8O B 202

HEBOodzWils! ¢l s@gelstde (B Lso Ol dj?2, Cslssterj Mos
©OL OB Slsdpf@&d HBf O GezOlto @lsj dzd v ji ZHELJC Ol kMistst
fsCOLO 6§ O .

Facebooktc OMMdzOIstcd o Oj Is o tsL BBy dzsMmls f sHOyd ¢
Apple

https://www.sostav.ru/publication/facebook-vs-apple-47096.html

teCsotsHMisots Fare@phpBobsgirdy 2 Odzsd dits dzts f tsfas Has R Keyflé) €

Yor k Tifrfgrsdznein lsdsOy dzd € d, MAOE PRI 42 M stsymilsy mMudlksojls,

flopiisOodzv jIs ftojWjtejdydd Mmotsdd fteddtsyj ddvd, fted !
cOLtcOBBIsyYydecoOodz, 1OSddz ¢ O¢ Facebook.

24

(ON

L

A

o)

v



https://www.sostav.ru/publication/apple-obyazala-razrabotchikov-45986.html
https://www.nytimes.com/2021/01/28/technology/facebook-apple-app-store.html

.SﬂJD|8q

iab

Il sL @Btsy detsfls! fsHOYd dMSO € tstof g @ WPpHe Wic @IPIZBO IStdsdHeO0 j I
MsB dtcOdpds Vs 3 Oded v HEsMEROd M jodzahMiF@ e d Higpl ed sIsC OL Odz
SE€ sdi3d3d dzlsOtcd jo. | Oftewy Jj dzdesfils! dBiYHE HokdwW Isy @ dazteas’

ftcOoddz Ssdv dH J deyd Odz' dzts®)©d Ol ise J , ¢ 5§ HEste TS prdfoBHOTEPIS tadd™t .

Ifdzj Hizs h j o8 B dzse dzj dzd pF RAGJshdes? CBEBEBLESGEHO, ©OL OB I
fstseh Ols! fd Liso Olsj dzv o3, dzck M S figts B off tela jsléc RO dzts sy dzd § . o
nydls fedHEftedHdls! MY jsfig dzds o Osd alx) 19 dztism Iside of tdzdfirpistOydgtsdadtd

lted {stsd3 fd L 59 Olsj dzd 3t cldrfls Mfp@ diafisfistchid | il o, OafadYs [Sfists o3

dHj dsdW S O Bddz) IsOS &OL' 90 j d3" 2 dHjdelsd¥ dC Olsdists Hdz
bdzdCOdz dg 2 dzscsjtc Emlses2fsa® Apple, Csltst]® fHisHls o
©j S &ZOkk .

Itslsojls Facebook fkBdzdydsgss or sk d dzO { teityg €O tedets of ticds h ff
CGBHO (i OQlea@smr New Yor k Ti mes WashMagtohPoSt reet Jo
deOL i3 Misd dzO OB tej C ZOB3dz § Midf@dds' s of AHOPO @G fdzs ¢ © dgJsdsc
B tcg €.

) Bdzj dzd 5 MsyMmjlsd, Bd M d dfipda s jth ©ds L teaf @iy dzjda] Wdk tsls i
dDSkdo dzsflss § s otadovdiAsiddz® B d L dzjjfy t5F aff cOeteblsodts kip jsizS O &3 ts
Csif Odedd, Glmklsmisodj kOtcjlsdtf®aQdais? §wjsh®e i of s dia
dz@0%.

Isbyj blstfasOd 2020 csHO WddOdhtse 2 HJtzpE batdsFdajcdadbvo
olsOtc jIsddzc | dasiotsROd ] toffd d | QS dasde dis Hidzchds Lo s 2021 ¢
o] d3j dzaj 5 ¢ d&zO@o " € 5By OdzdiRdd o J SOUSE,  AtizkS Bj dlecpj cests tfS tf) o ek

AEC JtoB jotdayj devts € s dzW jQaigOidzpdisdd Cip-iztf to d s dztiz© i) iy CHPIL iPlslz,  cufitslésd dglz
dmf sdzr L s9 Ols! Mmotsj H s3] dzfAtplps "Sjt jo r tetedzts dyjlsdsc jic O@EE 2 d o O
Facebookio tsjzd§ oor fyls z(ff alag Haff {2 O € s dz2O) td Jsdey dhP daf v o d dz,
citesd3” hdzj dedz" 2 MmBtste HOdzdzr mé MIsOodls fBH kZcettsL 2 € tsdzk

vsdd3 skSC, cedzOa ©® Appl e:

1 Aty j, Ylst dzd ¢ O Ovwo defvotistiievds Gmpedh Cdisjds  dizf wiolzts v, B Isittse s IS
Bisdzj sd L d ipmiPds@ o FHstcOBB M dz 2WzB OB wdL dzr . 1 JStslsster §
OS2 ddaf sted3Oydd By jls Mistsdls! Hide mzz i l§ East Isipt § dz'd i«
1 sRdzetsedj Htokzedj, Hisdg®COs , sSOC dzj

25



https://www.sostav.ru/publication/digiday-ogranicheniya-apple-na-otslezhivanie-polzovatelej-budut-strozhe-chem-ozhidalos-45728.html
http://www.apple.com/newsroom/2021/01/data-privacy-day-at-apple-improving-transparency-and-empowering-users/
https://www.sostav.ru/publication/facebook-razmestila-v-gazetakh-reklamu-s-kritikoj-apple-46583.html
https://www.sostav.ru/publication/reklamnaya-vyruchka-facebook-47079.html

.

@
e
19D
o

| Appl dcOdzj § S5H GpzGideddr®l § Slstcj B dzj ded j § sczsy j ded j &pic [ j &

Games, ©OLtOBSSIsYdSHPEDp pFpEzttoisOe Yylsts O0d3j ed ¢ Odzm ¢ OW

EHOdfd® QoL ddz0 App Store. utefisap tzdzOGafmd flsf tgOo s

sBts2lsd MisOdzH Otelsdglzs 30% StdBIMMmds Appl e.

53

ISk Odedd §sMudlsOdzd, ulsts ljd MO &5 Epic Gafmks § @06 Y

Appl e fsusEmt®©] HdBzd dzd Mook, Tel egr amigbnbSpot i fy, Net f i

1 5Ly ] OppsdsdchE®d®Okk sHH jeyCd BOksets BdL dzj MO,

©OL©OBBISYdS Od, L OwOB Ols’ o @sthHJadzQuf df o' t§d F$ 17 et spj dzd W
G ECEeoh jdd) SsidmBgd AT, Stod@OEsEASd §sihudlsOdd

dzj ftetsL to Oy dzts 2 .

-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-

BRAND SAFETYé . . é e é .

Facebook focuses on enhanced brand safety with topic exclusion tools
https://lwww.marketingdive.com/news/facebook-focuses-on-enhanced-brand-safety-with-topic-exclusion-
tools/594249/

Dive Brief:

Facebook will start building and testing controls to let marketers avoid showing ads next to objectionable
topics in its News Feed, the company said in a blog post. The work with a small group of advertisers on

the pilot program "will take much of the year," per Facebook.

The tech giant cited the example of giving a children's toy company a way to select "crime and tragedy"
as topics to avoid in its ad placements if it wants steer clear of content related to a new crime show. The

company also wants to ensure the new controls protect consumer privacy, per its blog.

As social media platforms face intense pressure over their role in disseminating objectionable content,
Facebook's plan to develop topic-screening tools for marketers arrives as a sign that the social media giant

wants to show it is committed to helping brands better control where their ads appear.

Dive Insight:
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Facebook's plan to test better ad placement tools is a promise from the company that it wants to make its
platform safer for brands and arrives after hundreds of advertisers last summer temporarily boycotted
Facebookto protest its policies on moderating hate speech. It remains to be seen whether or not topic
exclusion tools can help create a safer social media environment for brands or if such tools can help

Facebook regain the trust of some marketers.

Brand safety remains a thorny issue for platforms and marketers, despite some signs of improvements.
Major advertiser Unilever recently said it would be lifting its paid advertising freeze on Twitter, Facebook
and Instagram because it is encouraged by their commitments to more responsible media.
However, Home Depot and Omnicom are facing questions from shareholders over whether their social

media advertising helps finance online hate speech, indicating the issue isn't going away.

Facebook already polices its News Feed to ensure that the user-generated content (UGC) doesn't include
pornography, hate speech and terrorist propaganda that would make the platform unsafe for brands.
Unfortunately, Facebook's artificial intelligence (Al) and human screeners don't catch everything, and it is
among the social media companies that have broad legal protections in the U.S. against liability for content
that people post. Facebook CEO Mark Zuckerberg also defended free speechon its platform amid calls to

crack down on misleading political ads going into the 2020 election.

Amid last year's protests against racism, marketers also expressed growing alarm about hateful online
content. Marc Pritchard, chief brand officer of Procter & Gamble, demanded that social media platforms
work harder to remove hate speech. Pritchard said, "social media is about 5% of P&G's marketing
spending and 150% of o ur fwasting tinheenorstorirdgg comtent,"aduariag atvirtuale d

conference hosted by the Association of National Advertisers.

Last year's advertiser boycott of Facebook didn't prevent the company from continued revenue growth as
marketers sought to reach consumers who were stuck at home during the pandemic, causing social media
usage to soar. Facebook last week reported a 53% jump in its profit to a record $11.2 billion in the fourth
quarter as revenue increased 33% to about $28.1 billion. The company warned that the biggest threat to
ad growth is Apple's planned change to the privacy settings on devices like the iPhone, which are expected

to limit marketers' ability to improve the ad targeting.
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What to know about second-party data as marketers tilt toward collaboration

https://www.marketingdive.com/news/what-to-know-about-second-party-data-as-marketers-tilt-toward-
collaboration/593462/

Forecasts from Winterberry Group outlined use cases in areas like insights and measurement, while

cautioning around how second-party data can be misapplied.

Marketers face steep challenges in 2021 as the death of third-party cookies and changes to key identifiers,
namely Apple's Identifier for Advertisers, upturn widely used digital marketing tactics . While first-party
data remains the industry's top priority , its cousin @ the more nebulously defined second-party data o

is of growing importance, signaling that greater collaboration will be essential to businesses trying to build

muscles weakened by the loss of cookies.

Earlier this week, Merkle released a reportthat detailed successful examples of second-party tactics,
including a tie-up between Buick and Amazon that looked to net younger buyers for the automotive
brand. The effort involved steering users to ask Amazon's Alexa voice assistant about information on Buick
SUVs, which drove 150,000 people to a virtual showroom for the brand's vehicles, per Merkle. Other
marketers could replicate this approach, especially since many are only just starting to grow their own
stores of first-party data and may need to rely on other brands, publishers and platforms to achieve the

reach they need in a more privacy-stringent world.

"If 1 don't have enough of my own scale or my own insights, how do | take this [data] and put this together
with others?" Bruce Biegel, senior managing partner of Winterberry Group, said during a virtual

presentation of the consultancy's 2021 forecasts Thursday.
Defining second-party

Identity is a complicated space with few shared definitions among marketers. That assessment holds true
for second-party data: 41% of marketers surveyed by Winterberry Group defined the asset as another
brand's first-party data "acquired through an intermediary service or platform," while 29% simply view it as
third-party data masked under another name. Lack of clarity on what constitutes second-party data speaks

to why marketers must navigate its application carefully, keeping privacy considerations in mind.

"We believe that second-party [data] and how you define it is about the permission you have and the use

cases," Biegel said.
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Those use cases include gleaning insights and measurement, but second-party data can functionally start
to look a lot like third-party data once it's sold, licensed or commercialized by other means, according to
Biegel. Winterberry Group devised its own definition of second-party data, describing it as "data shared in
a dedicated environment with a clearly defined set of permissions and rights set between each of the
parties, frequently with a third-party provider managing the environment."

"Understanding collaboration is about understanding those permissions and those rules," Biegel said.
Collaborative mindset

While the bedrocks of online identity are changing in significant and disruptive ways, marketing
investments in the space are unlikely to cool. In fact, U.S. spending could double to about $8 billion by
2024, according to the Winterberry Group, as businesses focus more on data management, hiring talent

and changing processes.

Some of the technologies receiving attention will enable more second-party data sharing, including data
cooperatives. Biegel noted that data co-ops are actually ancient by internet standards, going as far back
as the founding of the Abacus Cooperative in the early 1990s But as the deprecation of cookies
demonstrates, many of the digital marketing tactics built up in the decades since will no longer be relevant,
forcing marketers to rethink their approaches. Privacy laws such as the EU'S General Data Protection
Regulation and the California Consumer Privacy Act have compounded demand for different solutions,

many of which first gained traction in Europe but are now seeing more interest in the U.S.

"One of the things we're starting to see is an expansion in the cooperatives 8 more players coming in
because it's that source of first-party data that you can leverage as a member," Biegel said. "We're seeing

a growth of data exchanges and marketplaces, another place for collaboration."

Other predictions have keyed into second-party data's rise in prominence as marketers look to fill the gaps
in their cookie-less strategies. Merkle revealed that 25% of businesses view second-party partnerships as

their top priority, while nearly half (49%) said it was a high priority.

"The partnerships are typically made with non-competitive organizations who share to benefit from
collaboration," per Merkle's report. "Companies may find non-endemic partnerships that align two brands

that won't cannibalize each other's audience."

Given the higher level of trust required in second-party deals, data clean rooms, bunkers and safe havens
are also hot items for marketers in 2021. Clean rooms and the like allow multiple data sources to be

amalgamated and analyzed in a way that safeguards user privacy and data ownership, per
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Merkle, essentially acting as a ckaring house before that consumer information is applied for marketing
purposes.

Clean rooms are offered by vendors, data-marketing agencies d including Merkle & as well as some of
the major digital ad platforms . Utilizing such spaces can be pricey, but will only grow more common in the
years ahead, as Gartner estimates that 80% of marketers with media budgets of $1 billion or more will
adopt clean rooms by 2023.

"These are environments that allow you to share data, whether it's for insights, whether it's for looking at
overlap, or whether it's for activation, all based around different permissions," Winterberry Group's Biegel
said.

Programmatic 10 Monday Recap: Commerce, ldentity And Investment Trends

A d E x c h a Rrggeammadic 10 Virtual conference entered the final stretch on Monday with sessions
focused on ecommerce, identity and investment trends. Below are some highlights. The final day of

proceedings will kick off this

https://www.adexchanger.com/ecommerce-2/programmatic-io-monday-recap-commerce-identity-and-

investment-trends/

Consumers6é6 mad dash to ecommerce has forced a parja

companies whose fortunes depend on reaching them.
AiTrade mar keting i ss,Boiep €EEO Megan Clarkeo saisl dudnfy a fitesidlelintenview.

Yet only 20% of those budgets are spent in digital, she added: The rest go to things such as cardboard

cutouts and privileged placement on grocery shelves.

Thatds going to c¢ hcammpgnies thasdarecomnextyoffline tcaonlide will benefit. Criteo

wants to be one by leveraging its historic place as the reigning monarch of retargeting to push into other

areas.
AwWwhat 6s been i mportant is to transfoume.t hkdwe mpla
becoming more of a full stack DSP, 0 Clarken poinjt
Desk on its own turf. il |l ook more toward an Amaz

together though.ofTheroemd sanml eantl ot to do for advert.i

Money flows
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The strength of tech valuations, including Criteo and i especially i The Trade Desk, is a big reason why

the stock market is so out of alwhacknwi &b oikelywoyasinT
according to Elgin Thompson, managing director of technology investment banking at JMP
Securities.

nWe expect there wildl be a correction that drive

broader US economy Webellehedherp wilbbe a talystthat diiives a sharp correction
rather than é a gradual <correction. o

In his presentation on investment trends, Thompson charted factors influencing M&A outcomes this year
and next. Large strategic players have the cash on hand to fuel consolidation but are so far holding their

cards.

~

iln recessions the strong get stronger and the w
that traditionally fund acquisitions ... have cash positions in excess of $5 billion. These should be well-

positioned to fuel acquisitions. o

Private equity companies too are well <capitalized

market conversations suggest financial sponsors are being careful.

AfiThere is a foighe besttapitahe best, d he said, a

has been promised has happened. 0

Solving for identity

As fAcorrectionod is to fAinvesting, oimyg uniertaineProbabifity: e r

inevitable.

In an information-packed presentation, Advertiser Perceptions VP of Business Intelligence Lauren
Fisher offered a deep dive on how marketers and other stakeholders are thinking about available identity
solutions in the market. She drew on data from a survey jointly conducted with AdExchanger (and available

soon to AdExchanger members).

Among the studyb6s conclusions: Advertisers are r
is bundled with media and technology offerings. They are, on average, using more than four separate
identity services from the likes of Google, Facebook, Amazon, Salesforce, Adobe, LiveRamp and The
Trade Desk.
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AA majority of ... sadmeomneselrsewbnol sloll veet herprob

But they are not waiting idly by. Fully 65% are relying more heavily on ID graphs built on first-party data.

Meanwhile, unsurprisingly, there is a shift underway to omnichannel measurement tools such as sales lift
research, Fisher said: il t -sigei sonee ©f owr efforts arw kethiokehpwawe i |
are approaching things. o

How Google's third-party cookie alternative will affect marketers

The tech giant says its FLoC technology is at least 95% as effective as cookie-based advertising 6 but

ad-tech players still have concerns.

https://lwww.marketingdive.com/news/how-googles-third-party-cookie-alternative-will-affect-
marketers/594228/

One year after announcing plans to kill third -party cookies, Google last week revealed the latest
development from its Privacy Sandbox project to build a more private web. The tech giant said that with
its Federated Learning of Cohorts (FLoC) technology, advertisers can expect to see at least 95% of the
conversions per dollar spent that they currently get with cookie-based advertising. But while the high marks
are a hopeful sign for advertisers looking toward a cookieless future, concerns remain about how FLoC

and other solutions will change the targeting and measurement of digital advertising.

"Google shared little information about how they achieved that 95% number," said Chris Paquette, founder
and CEO at healthcare demand-side platform Deeplntent. "We're talking about such a serious change to

the way marketers will be able to target. It just needs to be independently validated by third parties."

As opposed to third-party cookies, FLoC creates a lookalike audience that protects privacy by using
machine learning algorithms to process web browsing behavior on individuals' devices. The way FLoC
works is analogous to how many data providers use third-party cookies in aggregating various data
sources to build audiences, but with typical third-party data, marketers have direct insight into the sources
that are being used to build the audiences. Google's 95% effectiveness statistic makes it clear that
inefficiencies and waste are inherent in cohort-based advertising like FLoC, drawbacks that may be

necessary in the trade-off for privacy.
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"There's no way it's going to be as precise as third-party-based retargeting or deterministic targeting,"
Paquette said.

However, early results from FLoC and related moves Google has made to incorporate industry feedback
into Privacy Sandbox are promising for ad world players seeking efficient targeting capabilities after the
death of third-party cookies, according to Michael Schoen, senior vice president and general manager of

marketing solutions at Neustar.

"For most of our marketers, they're going to continue targeting in a variety of different ways, some of which
will continue to use other identifiers. But as a kind of catch-all for consumers who are using the Chrome

browser, [FLoC] certainly provides an effective way of reaching those consumers at scale," Schoen said.
Challenges remain, with time still on the clock

The transition from third-party cookies to solutions like FLoC will also affect measurement and analytics.
As part of the Privacy Sandbox, Google has said it will provide a click-through attribution solution to support
measurement while preserving privacy. However, this only encompasses a small part of the marketing
picture as ad click-throughs are not effective at measuring the impact of video, banner and social ads, or

the impact of multichannel campaigns that expose consumers to a campaign in several ways.
"Misattribution is the downfall of some of the most simplistic measurement techniques," Schoen said.

Still, Google has signaled that it recognizes that measurement beyond click-through attribution is required
by marketers, and Schoen expects Google to work with the World Wide Web consortium (W3C) working
groups to coalesce around a proposal. (Neustar, where Schoen works, last year introduced a prop osal to
the Privacy Sandbox for PeLICAnN short for Private Learning and Interference for Causal Attribution, calling

for privacy-preserving, view-based attribution.)

When Google announced its plans to eliminate third-party cookies at the start of 2020, it set a tentative
two-year deadline that is fast approaching. Throughout the process, Google has made it clear that it won't
restrict cookies until there are alternative solutions in place that satisfy marketers and ad-tech providers.

The deadline and timeline has been helpful in getting participants motivated, Paquette said.

"There's no way it's going to be as precise as third-party-based retargeting or deterministic targeting."
Chris Paquette

Founder and CEO, Deeplntent
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"Independent ad tech companies are coming together in those secondparty data consortiums. We are
rising to meet the demands of the consumer & which is better privacy and better management of consent
0 and | think that those solutions are going to be a net gain for the industry across the board," he
explained.

Schoen said some of these solutions should be available as APIs in the "early summer" timeframe, giving
marketers time for piloting and testing. But that process will likely be affected not just by the continuing
effects of the pandemic on the ad market but also the pressures around the holiday season.

"From a technical perspective, | expect many of the industry players to be ready. It's really about marketers
getting crunched and their willingness and availability for piloting," Schoen said.

A changing landscape for privacy 8 and antitrust

Google's FLoC is just one part of the changing data privacy landscape. Along with the end of third-party
cookies, changes to identifiers like Apple's Identifier for Advertisers (IDFA), and regulations including the
EU's Global Data Protection Regulation (GDPR), California Consumer Privacy Act (CCPA) and California's

Prop 24 have made collecting and storing first -party data a top priority for marketers in 2021.

"Within that Chrome Privacy Sandbox, there are solutions that allow [marketers] to still activate and target
users off of the first-party data that they're collecting. There still are other proposals that will enable them

to do that more granular addressable-type targeting without FLoC," Deeplintent's Paquette said.

"The best platforms that are going to emerge out of this least unscathed are going to be the ones that are
approaching this with a best-of-breed approach, a multiple solutions approach,” he added. "The
combination of all of the different solutions will force technology partners, specifically DSPs, to get very

ambidextrous."

The deprecation of third-party cookies is happening as Google faces a federal antitrust suitalleging
outsized control of the online search market and calling the company's practices "anticompetitive and
exclusionary." The antitrust spotlight will make it less likely that Google can move forward without the

support of independent ad-tech platforms.

"If they were to single-handedly just wipe out a $150 billion market ... that really wouldn't look good for
their case. They need to definitely tread lightly and work with the industry to to come up with a feasible

and viable replacement,” Paquette said.

34



https://www.marketingdive.com/news/what-to-know-about-second-party-data-as-marketers-tilt-toward-collaboration/593462/
https://www.marketingdive.com/news/88-of-marketers-say-collecting-first-party-data-is-a-2021-priority-study/593174/
https://www.marketingdive.com/news/wsj-google-could-be-hit-with-doj-antitrust-suit-as-early-as-this-summer/578132/

,,,,,,,,,,,,,,,,,,,,,,,

IR Jtrs/etéféed. . é. eééeeééeeéeeceéeecéeeceecece
cCdzH jSM. rLjdze kjMmisdtekzjls WstedkOls ftewdk o Is
https://www.sostav.ru/publication/translyatsii-v-yandeks-dzen-47082.html

dlsted i3 f seaksBRprjddels ] toj S sdgj dzH Oy 2

ccdzHjCM. Biftesotsd ©iyddj LOfEmMsdd ¥stedOls fewd & ISBE

BdzsE jto' MABschkl fososHdls! e igsd Odkd ] OGP B it
Moz BJ M tfoddfdfOsrn 11 MIs O Iste O dzfy dz¥ Yy O g lizdedzIsO &3 tstfistizdf 6O d3

S (

j3r

I d&zsc jter Maissckls slsidyyde Ols! € ts dathdddiy s §) S el dsj' 2 L O

StcOdzmdzy yd2. 1 OfEkmMbdMCBdazdisdistey ez®Css5tcy YJted L MJ toe
Software (OBS).

seOdhdY ydd §OumeeRe joagelzs) ©j CtdjfiziOygd.  5Of] kst
By dots M dstHsjieijdsle s fodets2 o j edd MO22 0O, § thiss jf dzis deth 2 f) B P dzl
MO2Pledezsy d dzdd fpsdhnBetsd feddasyjddd ccdHi $MoOe .

ccode j SM.spl s @FEMC] WstedOkO { toWHdir CRO Bisgi® d2fiPd2V0y dets HoO .
fMlsOdz MOd &5 B’ Mls LiskOKEkE diis s @4o® | dzder &5 H Odzdz &5, 1§ 5dz
fesoBHY @SS d (o6 dd UtizdsH P&BO. di3dzdz &g

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Aj2Cter j ftsfdkh do Odedw . s B BEdrdsts o sdzd Ayl
ddzH Zflsted ©

https://www.sostav.ru/publication/fejkovye-proslushivaniya-kak-boty-vliyayut-na-strimingovuyu-
muzykalnuyu-industriyu-47109.htm|

[ dzdzd sz dzs Hj 2 f ot pp dskz ipypisdz@tsd ¥ sy 0T OO0 §BOEj § 0
BzL' Sk fdgzt®sis: 4 -GOE B fisted &3d dze ts oHGEdEZSTR UG NiEENO . 1 5
Music/ MRC dz¢, 79% dtkzL"™ Cd B' dzs fff jetsdntezk h PEaRE Odidzjc d Z @
YjtejL kOS] o EOKWSRtddlszOddj 2 M @kzjs20 s om0 slE)js, o 6Lalgjts
MistedBddzc so " jL M CBd@Y difr 0 O N A j2 CBaBY PdAflfted 3" Bsclzls

35

C

dz!

Lls



https://www.sostav.ru/publication/dzen-pyatnitsa-46513.html
https://static.billboard.com/files/2020/07/NielsenMID-YEAR-2020-us-1594300786.pdf

.SﬂJD|6q

iab

Eer SCHOO Ggeldda ov Oh | ofj ¢ (ks &0 jslesfigts oy [ S sosHJ IS
fetsHOY Adjipmdssd (ot [ jsddH [d&iySdrn ©OMMSOL Od,

CCdsidS O Mistd kd dzc O

SBEHA dOIsdip stEO fsHfdMEE COYHT 2 &&IimMvy ddd ndainbej ki
Bj MY &zO dzs 3 Ok @Oz dabsjj dz' dsds 1§ j to g B ) B¢ eizfs Gipelz 1ROyl disc. ts 06O w
f ZzOW sted30 § s dzis QO pdztf 88 fseizf dzj dedets Bz totismylj Has & dzisdzdigp g Is B,
s tsdz' h Ow yOfmisr { fga@jui gL OFf d ipr 8 O¢ M dd3 € sd3f Oded ¥ B,
Bzl COd dr &3 dis s fOJsi sz Bt s wipSlsf & sl ydmdzj dzd?2. ) L YJ
Bzl COdds Ods, fdzj HE® dzleth@Asls e .3 d 7

[i2Bdz LokSBdMEGHE' sttt ©OMYw) H vy ls .hjlde jerdin 4 Qs ds,

YisGdedfvs dzlz y @ kEsM j 65 € sdzd yd M isth R0 sty diis atp dz® v yd ,

OLokCLOYdM 008 h OW 3CoAMBYPEEN 56 tafdts Myi SO, (o) HdOL &
fcOo 558 ZOH Ok " &gj " yj, Sl j L Olsj d fipszsHsoly Isfinjiste jdud
Mz fdse " HEdSEOL B @EME (M 004 h j2 Cdf Oded j 2 .

rqméemicses © MsCtese dh

YyIstsB' LOtObis®Ej MO ] Htoze-di3Eh gztzdzf{ T o, B 8BS { tc Geodzdlss
O tc Qo dzj dzd Vv &.0 teMsiqiedcts joSQdslZ 6 HAf t=c W Odz' hdo' je& Istej & d, Stilst
BzL " C OdzlsiOsiiedy alfdisiCjA@ Odz f tod d3j tode" 2 dGZOMh IsOB Hj2Mlsad?2,
osMftcsdLoHEY f@RHdfcse ststcO.

ISl L otdys fdie by &, gz dz§Y , S Ak YO0l kodkddedd s dz
jcOd d & dmisdddlsj dj?2, fsLHOs 0B siY iy Jddth ¥<dRod ¢,
L Otej ¢ d Misted tc s dedizdgd QEDS WS to dsq oLz tdsAnpr s IKtG 2

MusicBusinessWorldwide (MBW)tsB i W fpdzv § B¢ i3sh jdzded € d ftcj otc O O Is W j
oxdoer j Hjdg cd. 1t OO Is' iz oO0CCOzdzstso, COYHT

od3d MW y. Gt GCHEK] HYYdS-NEYHEEHEIHOR] ? LEHHUJEDIS! |

dzj SBOGSHJ GBS kydldsdeedsf s, fuddas] dgdlze so ' & fMj o MOS sty

o

oY

H

BddedBzds 30 MjSkdH, ykss' jct dfsigsd i6 r8dés 4d9edz] s oEL kot

vudlst 8 OW dzgj UJ dzso j MEMC B & iedyfififipts sdated dedsid3s M fy ¥ d3ts ) dats

ftosdGtc’ o Ols! 2n8j8dp SHCpEhn sl oz M B totkifssj § sz yojksmw 2, 9
ofg 2 Wjts@mwdud bEMmswmEaMBe GjMOY BEZH]jl GCtdts B O] ddzdz
dMmdzd COHB] | totshdipld sfplOdeddsy dz'lzMHjj Isyd dels©, HBatsH ofj &

36



https://www.rollingstone.com/pro/features/fake-streams-indie-labels-spotify-tidal-846641/
https://www.forbes.com/sites/benjaminlaker/2020/10/28/heres-how-lockdown-has-shown-that-spotify-has-a-sustainability-problem/?sh=480f6f0c599b
https://musically.com/2020/05/05/spotify-should-pay-musicians-more-lets-talk-about-how/
https://www.youtube.com/watch?v=LTrk4X9ACtw
https://m.facebook.com/nuffsaidNY/videos/10155919693716444/
https://www.musicbusinessworldwide.com/great-big-spotify-scam-bulgarian-playlister-swindle-way-fortune-streaming-service/

.SﬂJD|8q

iab

Bq dzdzd 5 dZ0 H RGP RO kadOdss dz' C 5 Missd dsfmls! s g df jf saofig
10 flsdls! Wikd€ ydtsddtese Odzd j Mis@asts s fiyd figdss O jizs fipeizis 3 daB® M S
feshists SEcOddL 5o GEL ' € Odzd 2% tyH Isfg j S Odd & .

MmO 22gON d dzO

Il ststetsj dzOf tc Clotslly wligfty Bz fistctsH O yr B lssod distskzis L HstR? Isd o
dJi€dzs yjorna fteddydfse fHftosHodyjddw d&BzLrSCd: HdAY fttde
o ded &30 dzed 4 . dz§f dfpR dzzOlzts ot dzd ded, Bdzd HBY Ol 9 dzd d&3O dzg
YylstsB wfdz: h ddzgflseots Hizedn d&sHj2. ROMIEI ki, Yyt §sfkzdvt

1JHESBlesMtse | MisdzBfsIsfstets i @g y'dzOc Ot Is Isoasteyd MSdd3 dzs W d3
dMisjMmise j dzdz" 2 rus@C Ws@IS Is dIs tefd 3" s Istsd3. | kzydgss" jf dedsdifisds
ficBHOHEIS 9 0d3 oL d3dsy desMis d fifffj od3lzL tzdnGlés's 2 hdste 5 dgds  {f Hols
o0 j2 j MmMdedlsrisiywinydyudte@L . CIlsts L dzOydlsptsagsfs o OMtsBBIgRs 3B
of sdMldig ¢ 5 wisH sy desMis! B Is! Is B dizf AdzdiAgaingG o alztstj tc o asddg u J
o dzd d3O dzd § . 1 Jisftpd3ts laytds\isf wz2@sosts 20zj PAHAOUED dififts © s d3lz B dzO G sMtsmis 5w
ftesdmrtsHdl Md3j " j ded flzd @ dad ¢ d f jejdsmjaizj Cdsds dg ¢ sls j OMUdz ddy
fsLodkdls! MjBj § dzOIdls! ftosHOo yoOd3 BiIstse

IBiMmMfshOHdsd dBdted YW jmhnd s d®iz? Bapdacishiiz LH jCdfi »nde@d d3' H
f s kdvcdsfskd o Od® sk &y jls ©0L s EEOEER Os IH k18 dise Odzj 1

" OdzOWLL " C Odzstso . IpsKpzagzdadiChyls der o 5 2 &Iy Gak®aEdd g Qs C fiz

dzdf j ted H Ud Be, Gtod]fasicsdPiaasp DS W Oo sldtsdso yd i) dzf
qdz@OL o jtols™ o Gpded I8 OLOdsJ SERdE! YBBEEE (@Bl QL d&j

LilsBaEts Wodyg dedW HOYJ J MlsiS i 2ubesd dasg g mezso & dzO

sO¢ fBjH(Is! Bislstso

1okCtsLOfdMmr o O I d df sQets[dfYfQEEds0 dDdlY f3julg ala ) o Oy dzs  { te ts adgdte v
flsteddsr , Ylste' ®BjMfjudls! MfwOs jHddots] ©OMftjH]jdjo
df cOo stsB d&ZOH Ols j dzv B .4 & fersde®R s d Az G § dzdks 2 € sdBdj ey d d
fMizh j MiseBHAzjHs) Isf MEzh j Mise s Ols! Al dzsdgis™d | dedzd Ot)ds.! o

1 o3d ted bkfMmdzsy dzj dedvw L Oh dlilsr fffistfo JstEh] d2iplOL sk IOfisw  dnd Mils J i3z .

ol 552 docCtasit-Bog" C A SHE SIS E®o dgd BSke OgRiisOyddzj HikE s dzO
dzs Hji 2 M JydOodz dzts | Hzdpdztst sOBISsEfRd CWHgdct jo § sdzj H dzad =  d dac
osB dzOMIsd dstsh j dedzd yj Mlso © BBIstse

37

T1
=

L J
i

d

Is

(

oA
A\



https://www.vice.com/en/article/gv5xbx/i-built-a-botnet-that-could-destroy-spotify-with-fake-listens
https://www.venturemusic.com/blog/streaming-bots-will-ruin-your-career
https://www.venturemusic.com/blog/streaming-bots-will-ruin-your-career
https://musicconsultant.com/news/bots-and-third-party-playlists/#.X2ydnNZ7mGQ
https://www.npr.org/2020/02/21/808049441/inside-sajaegi-k-pops-open-secret?t=1607440710813

.

®
e
19D
o

sOCdds SBEOL 5d3, GBS dzZj dzdw o Oh j ¢ ts 1 tasc dztsoy j dpcHiats i Pt Gj b
fesctcOBddetsd 5B J MY J ud dedd Hdzv o difiteidtedztiadjvdzddsli te3tByiiLiss §BO fijd

EfMsOdase dzj dzts L OteOdzj § .

AdWtesdEld H, Sthtster 2 shkOodvsls f§sfdj Mmjew BBk’ , dzj ot
BSdz h 52 tOBISr. 1 Oydts kejHdl! MY ttrlgstsk izREs@dpRS QRS I

ddhmste i) delsOdsd. RMY Sdz' L bW takf QP defedzdgtjls ots, 2 \§jtsigits 'dj H O
fd ¢ dad dfsdzs dzd Bz’ R MJ detsedyr 7 H Coslu@RdsmH, | A fEsiazdo j @y & asjls
Mzmlstes2 Mlsotsds, twjhjdedw Hdw of wodzj degd¥ BElSe &Bsckl t
tslsdzd YO M d j togjtOlals odz’ (5ls fsTfitg B h 'y ssy dets dzj €S & slsfpjsygl
do dzs o ' s dzkdgsdlisdy W eWsdzs es dzr  dzOH 1 CtsdesBd € 52 fls o d dsq dz

SOCIALMEDIA&INFLUENCERSé é é é e e eeceeceéééeeeeeeéé
Pinterest's new ad format automates personalized messaging

https://www.marketingdive.com/news/pinterests-new-ad-format-automates-personalized-
messaging/593626/

Dive Brief:

Pinterest this week introduced a customizable advertising format that lets marketers automate the process
of building personalized creative to target specific audiences. Advertisers can make multiple versions of
Pins from digital assets or a product feed, automatically importing product data such as price, location and

availability for target audiences, per an announcement shared with Marketing Dive.

Pinterest named RevJet, StitcherAds and Smartly.io as approved partners to provide software tools and
templates to design dynamic creative ads, helping advertisers reduce the time and effort that would
otherwise be required to create hundreds of customized ads for specific audiences to drive sales.

Marketers also can run tests of the creative to compare which ads drive the best performance.

The new performance-driven format comes as Pinterest looks to support shopping-related behaviors on
its platform, which saw an 85% jump in the number of Pinners engaging with shopping surfaces in the six

months ended Sept. 30.

Dive Insight:
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Pinterest's rollout of dynamic creative ads aims to make it easier for marketers to customize their
messaging on the platform, whose user base grew 13% to 98 million in the U.S. and 37% to 442 million
worldwide in Q3 from a year earlier, according to a quarterly report. Pinterest already gives marketers a
way to target specific audiences with ads, and now RevJet, StitcherAds and Smartly.io can help to
automate the process. Dynamic creative lets marketers use a library of images and information that are
automatically combined into a personalized ad based on real-time audience data, eliminating the need for

manual customization.

With its new format, Pinterest is catching up to platforms like Facebookand Snapchat, which already offer
dynamic creative, underscoring how the automation media buyers have come to expect with programmatic

ads is increasingly extending into creative.

The early results of customized creative on Pinterest are promising, as StitcherAds explains in a blog post.
The company, which gives marketers a way to customize ads on Facebook, Instagram and Snapchat, said
its clients who optimized their ads for Pinterest saw positive results. Those metrics included an average
55% jump in conversion rates and 11% increase in return on ad spend (ROAS). Meanwhile, the average

cost per purchase declined by 7%, according to StitcherAds.

With more people shopping online during the pandemic, personalized ads that drive business outcomes
have become a bigger priority for marketers. However, customizing ads can be a time-consuming process
for creative teams, both in-house and at agencies. About a third (72%) of advertisers agree that social
media ad creation and delivery require manual procedures that often are time-consuming,
Smartly.io found in a survey. Automating the process can save time and money for marketers, while

delivering better sales performance.

Pinterest's addition of dynamic creative ads follows other efforts to expand its range of offerings for
marketers, including those seeking a direct response. The company in September began offering ad
placements in the "shop" tab in text search, visual search and shoppable Pins that are linked to an e-
commerce site. The company last year also let people shop for products they find with its Pinterest Lens
visual search tool that uses image-recognition technology to identify objects with a smartphone camera.

The company in April unveiled the "shop" tab to help people find in-stock products from text searches.
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Retail marketers invest in livestreams to establish shopping's 'next normal’

https://lwww.marketingdive.com/news/retail-marketers-invest-in-livestreams-to-establish-shoppings-next-
normal/593634/

The ready availability of the tech to produce live shows and accept online orders gives brands a way to lift

sales while fostering direct relationships with customers.

Millions of Americans watch live videos or shop on their smartphones every day, and more frequently over
the past year, they're doing both simultaneously as marketers experiment with shoppable livestreams. The
ready availability of the technology to produce a live show and accept online orders gives marketers a way

to set up their own interactive shopping channel for little cost.

Ulta Beauty, Walmart, Anne Klein and Samsung are a handful of the brands that have produced
shoppable livestreams as part of their efforts to drive e-commerce sales. With many consumers avoiding
stores during the coronavirus pandemic, livestreamed programming is a way to reach homebound

shoppers on their mobile devices.

"The experience and engagement mostly happen on mobile," said Oz Etzioni, CEO of advertising
personalization platform Clinch. He estimated that 60% of livestreaming shopping transactions occur on

smartphones and tablets.
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"We've seen great results & even better than display retargeting in terms of the engagement,” he said.
"The data show an uplift in people buying directly from the videos."

Livestream shopping sales were forecast to double worldwide last year from $60 billion in 2019, according
to Coresight Research data cited by Bloomberg News. While U.S. sales were a small fraction of that total,
there are signs of significant growth potential as major brands in the region turn to these dynamic streaming

events to lift sales and foster more direct relationships with customers.
Retailers turn to new platforms

Ulta Beauty, the store chain that was forced to close all its 1,264 stores during the onset of the pandemic,
last month introduced a shopping livestream to demonstrate products and drive sales. It teamed with
augmented reality (AR) developer Perfect Corp. to expand its Beauty School livestream into a more

engaging shopping experience online.

"The interactive experience allows customers to connect with a beauty brand directly on the brand's
website," Perfect's founder Alice Chang said in an email. Viewers also can ask questions and virtually try
on the looks featured in the show, adding a richer element that helps to replicate the in-store browsing

experience.

Ulta plans to build on its efforts to reach homebound mobile shoppers through additional livestreamed
shows this month, according to details shared with Marketing Dive. It worked with female-first wellness
brand Love Wellness on December's "Beauty School with Love Wellness," whose reach was amplified on

Ulta's owned Instagram channel and the photo-sharing app's IG Live platform for livestreams.

"While there are many platforms to actively engage guests, we see significant value in creating tailored,
digital experiences with our brand partners that can live across our ecosystem," Christine White, director
of social and content marketing at Ulta, said in an emailed statement. "We believe there is a longer-term

benefit in nurturing relationships with our guests in ways that feel authentically interactive."

"While there are many platforms to actively engage guests, we see significant value in creating tailored,

digital experiences with our brand partners that can live across our ecosystem."
Christine White

Director of social and content marketing, Ulta
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Walmart last month similarly made a splash with a first -of-its-kind shoppable livestream on TikTok. The
one-hour live show let mobile users shop for fashion items featured by selected TikTok creators without

leaving the app, removing a level of friction and linking creator-driven video content to sales.

"It gives us a new way to engage with users and reach potential new customers, while bringing our own
brand of fun & with the help of fashion-loving TikTok creators & to the platform," Walmart CMO William

White said in a statement.

Mobile devices are well-suited for interactivity between consumers and marketers, a natural link that may
help to expand the audience for shoppable livestreams in the U.S. as they still lack in popularity compared
with countries in Asia. Mobile devices can provide a better response mechanism than traditional TV
programming, which mostly provides a "lean-back" experience that people don't want interrupted by having

to click past ads.

Scannable QR codes embedded in TV ads may be a savvy method to pull viewers from those "lean-back"
experiences and bring them to interactive online platforms for further streaming, Clinch's Etzioni

recommends.

"We're trying to adapt to the user behavior, because we don't want to intrude," he said. "We don't want to
force anything on you. We just want to go along with the stream and give you value, and provide you with

utility."
Tech giants get in the game

Technology companies have incorporated livestream content to their respective platforms over the past
few years to support online sales. Amazon in 2019 started Amazon Live, which features hosts discussing
and demonstrating products sold on the company's website. Google's research group started testing
Shoploop in July 2020, while Facebook has made shoppable livestreams more prominent on its apps

including Instagram.

Livestreamed shopping has potential to grow in the U.S., if China is any indication of the possibilities.
Chinese e-commerce giant Alibaba generates billions in sales from its Taobao Live shoppable streaming
platform. During Alibaba's Singles Day shopping festival last year, Taobao Live spurred about $7.5 billion
in sales during the first 30 minutes of a presales campaign among its concurrent livestreams, the South

China Morning Post reported .

More than 300 celebrities hosted individual livestreaming sessions on Taobao Live to showcase everything

from cosmetics and electronics to cars and apartments. For marketers that don't want to hire a celebrity
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presenter in a livestream, social influencers can be equally or even more effective to reach their loyal

followings.

Etzioni has seen brands develop shopping livestreams with influencers consumers trust for their ability to
demonstrate products and offer reliable opinions.

"The results are great, but you've got to keep it authentic and relevant to people,” he said. "They have

many different channels and opportunities to see what's most valuable to them."

How consumer expectations for brand experiences, personalization are changing,

per Forrester

https://lwww.marketingdive.com/news/how-consumer-expectations-for-brand-experiences-

personalization-are-changi/592669/
Dive Brief:

More than half (54%) of the most empowered consumers expect to become more digitally engaged with
brands over the next 12 to 24 months, per Forrester's "The Future Of The Empowered Consumer In The
US" report that was emailed to Marketing Dive. The empowered consumer group labeled Progressive

Pioneers by Forrester leads the demand for product and experience innovation.

Nearly two-thirds (63%) of Progressive Pioneers will choose brands that help their local communities, while
57% intend to buy from companies that contribute to sustainability more frequently over the next two
years. Meanwhile, 20% of U.S. online adults believe that brands' attempts at personalization undermine

their feeling of control.

Progressive Pioneers make up 20% of consumers, while Convenience Conformers 6 those who opt for
digital products and services largely to enhance the speed and ease of their experiences 8 make up 44%.
These empowered groups are increasing their share of the total consumer base and can key brands into
where trends are headed. Innovation-averse Settled Survivors and Reserved Resisters are down to 21%

of the consumer base from 35% in 2015, per Forrester.

Dive Insight:
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Forrester's report keys into what CMOs need to know about shifting consumer habits in 2021 and beyond,
with a spotlight on a growing consumer base that is both more demanding of brands and tech savvy. While
the types of behaviors adopted by empowered consumers 8 including a heavier reliance on personal
devices, higher expectations of seamless digital-physical interactions and a stronger desire to harness
brands for personal well-being 8 have not changed since the coronavirus pandemic disrupted the globe,
those same behaviors have become more widespread.

As demonstrated by previous reports, pre-existing consumer trends have been accelerated by the
pandemic. People have looked for brands and digital tools that restore their sense of confidence, but 34%
of U.S. online adults said that social media, video calls and texting didn't make them feel as connected as
they hoped, Forrester found. The report also suggested that those who engage across multiple channels
have the most fulfilling experiences, suggesting that brands must adopt a multichannel approach to break

through.

"The most empowered consumers need both online and offline interactions for meaningful
experiences," Anjali Lai, a senior analyst at Forrester, wrote in the report. "Rather than replacing ‘offline’
behaviors with 'online' alternatives, use multiple types of experiences to build a richer, holistic emotional

journey."

Progressive Pioneers demanding that brands help their communities and show a commitment to
sustainability follows previous research that indicates consumers increasingly want purpose-led actions
from brands to come down to the local level. Forrester suggests that brands work to clarify their

commitments to social, environmental or culture values to preserve trust with these consumers.

Similarly, the resistance of one-fifth of U.S. online adults to personalization efforts by brands follows other
reports that suggest privacy is becoming more important to consumers. More than half (57%) of consumers
have spurned personalization to preserve their privacy, per a recent survey The Conference Board

conducted in partnership with Nielsen.

Forrester suggests that CMOs who market to Progressive Pioneers can use these findings immediately,
while brands with less empowered consumer bases can expect these changes to be reflected in the next

three to five years.
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E-commerce continues to be a way of life for brands

Among the myriad consumer behavioral changes enshrined by the pandemic, the growing preference for
e-commerce still stands out. On Black Friday, for example, online sales increased 21.6%rom 2019 and hit
$9 billion, while shopping on smartphones jumped 25% to $3.6 billion for 40% of the day's total online
spending, according to Adobe Analytics.

Major brand marketers like PepsiCoand Clorox were already investing more heavily in e-commerce and
DTC strategies both via owned channels and through online retailers and social media platforms, but they
truly hit the gas on such investments in 2020 to meet the demands of homebound consumers. These
transformations are not going anywhere, even as the pandemic potentially recedes in the months ahead.

"The pandemic has accelerated the digital adoption behaviors we've been seeing for years, and even as
people return to in-store shopping, we can't ignore the e-commerce and digital experiences they have

come to expect,” Mathieu Champigny, CEO at content agency Industrial Color, said in emailed comments.

To meet this demand, social media platforms have continued to meld content with commerce, connecting
consumers with brands and shrinking the sales funnel. Facebook added a Shops tab, Instagram beefed
up shoppable posts and e-commerce on IGTV and Reels and TikTok rolled out shoppable livestreams &

most recently with a Walmart holiday collaboration that underscores why the retailer is looking to acquire

a stake in the ByteDance-owned app.

"The world of social commerce is booming, and we can only expect to continue to see further investment,
particularly in social and livestream shopping apps," Lucas Tieleman, executive vice president of product

at Bazaarvoice, said in emailed comments.
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